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Abstract: Online business is a process of selling and buying product and services through 
internet. Consumers can buy anything by using internet. This research studies ease of doing an 
online business survey with the purpose to investigate the relationship of convenience, 
accessibility, promotion, description of the product in doing online business. A survey was 
conducted by distributing online questionnaire among 100 UUM students to gather data for 
this research. The findings of the study show that four of the variables have a positive 
relationship in doing online business. 
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    INTRODUCTION 
Nowadays, online shopping is a fast growing industry. Growing numbers of consumer shop 
online to purchase goods and services, or gather product information. It was because online 
business is the easier and faster way to expand business in the low cost manner. This new 
innovation of business offers a huge market and numerous business opportunities. As this new 
chance has great possibilities to success, many people, especially young people take the 
chance involving selling, re-sell and buying through online. Young people nowadays used 
internet on a daily basis, therefore it is not a new thing for them to involve in business online. 
Researchers have found benefits of doing business such, as well for growth and development. 
Malaysia is ranked 12 among 190 economies in the ease of doing business. The rank 
improved to 12 in 2019 from 15 in 2018. As online business is an example of business 
revolution, this paper will study the ease of doing online business focusing on a few factors. 
The objective of this research is to study the impact of product promotion, product 
description, convenience and accessibility of the product in doing online business. 
 
    METHODOLOGY 
This research used a survey questionnaire that randomly distributed to 100 UUM students as 
respondents. Measurement uses are 5 Likert scale from strongly disagree (1) to strongly agree 
(5). To avoid any missing data, all the questions is made compulsory to answer. The collected 
data are analysed to find mean of each variable. 
 
    RESULTS AND DISCUSSION 
Table 1 shows the demographic profile of the respondents in this study. 
 
Table 1 
  Demographic profile  
Item  Frequency 
Gender Male 35 
 Female 65 
Year od study 1st year 9 
 2nd year 20 
13  
 3rd year 24 
Final year 47 
Race Malay 72 
 Indian 13 
 Chinese 15 
How often do you shop online? Frequently 57 
 Twice a year 23 
 Once a year 12 
 Never 8 
 
Table 2 shows the descriptive analysis of this study. 
 
Table 2 
Descriptive analysis (Mean) 
 
Variable Mean 
Convenience It is easy to access product through the internet 4.47 
It is easy to make payment through the internet 4.46 
The product will be delivered on time 3.55 
Enough facilities to collect product online in UUM 3.34 
Accessibility There is a large range of product 4.22 
All products available online 4.07 
Easy to make a comparison of the product 4.22 
Product 
promotion 
Promotion online influences your online shopping 4.31 
Product available online is lower price than traditional market 4.23 





Product online have good descriptions 4.41 
The description on the product influence your buying decision 4.24 
You will still buy the product you used buying even though the 
description are not enough 
3.24 
    CONCLUSION 
The result shows that convenience, accessibility, product promotion and product description 
play a role in shopping online. In particular, UUM students did shopping online due to a wider 
range of product available to choose and easy to make comparisons (accessibility) and easy 
access and easy payment for the product (convenience). Further, the access to social media to 
which the products being promoted, the positive product description and cheaper price from 
traditional market also plays a role (product promotion & description). Thus, it shows that all 
four variables (convenience, accessibility, promotion and description) have some positive 
impact on doing online business. 
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